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A Study on the Experiential Pop-up Store Brand Experience of
NH Securities Company
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Abstract

Recently, the number of experiential specialized stores that provide differentiated brand experiences is
increasing due to the consumption culture that values experience rather than ownership. As consumers'
needs increase due to the development of science and technology, it is necessary to stimulate their senses
and provide new consumption experiences. This study selected NH Super Stock Market as an example of
providing a differentiated brand experience and conducted in-depth interview with visitors in their 20s~30s.
As a result of the study, NH Super Stock Market took advantage of the spatial characteristics of the
pop-up store to break away from new experiences and the aging image of the existing Nong-Hyup in a
short period of time and gave a novel brand perception. By providing the design elements of the pop-up
store and unique content, five experience elements were evenly distributed and formed overall. As a result,
it was derived that it was an effective example that increased access to stock investment and reflected the
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industries utilize the five factors of Strategic Experiential Modules(SEMs) as differentiated marketing
Keyword : Pop-up Store, Brand Experience, Brand Attitude, Brand Royalty

culture and style of people in their 20~30s. Based on this study, it is expected that if brands in various
strategies, they will provide consumers with positive feelings and feelings for a specific brand.
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[Table 1] Previous Research according to Spatial Characteristics of Pop-up Store
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[Table 2] Reclassification of Spatial Characteristics of Pop-up Stores
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[Table 3] Gray Holland's Brand Experience Concept
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[Table 5] Analysis of NH Super Stock Market Spatial Characteristics
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[Table 7] Analysis by Brand Experience Scale through Five Experience Factors
29 =g Al e BEHA
Q11 36
Q12 36
ZZi(Sense) | QI3 43 3.86 0.32
Ql4 37
Q15 41
Q16 44
Q17 42
28 (Feel) Q18 41 422 0.24
Q19 39
Q20 45
Q21 46
Q© 42
QIX|(Think) | Q23 35 4.20 0.43
Q24 45
Q25 42
Q26 39
Q27 34
S (Act) Q28 33 3.82 0.47
Q29 41
Q30 44
Q31 41
Q32 29
A(Relate) | Q33 46 3.96 0.63
Q34 42
Q35 40
[E 8] 2UE BT 3 HUME SEE TA HEE 24
[Table 8] Analysis by Scale of Brand Attitude and Brand Loyalty Survey
29 =g Al Ha BEHA
Q36 39
HUME BT | Q37 33 3.70 0.35
Q38 39
Q39 37
BEE SHE | Q40 35 3.67 0.15
Q41 38
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